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APWUIUSPS-T2-I. With reference to your testimony at page 8, please describe the 
“retail perspective” that determined that Special Delivery Service for “FASTNET” 
packages, Global Priority Mail, Registered and Certified Mail could not be a “viable part 
of the product mix.” 

APWUIUSPS-T2-1 Response. 

I am currently unfamiliar with the role that special delivery plays in the delivery of 

“FASTNET” packages, Global Priority Mail, Registered and Certified Mail. Although 

I do not have any specific knowledge as to how special delivery is provided in 

conjunction with these other products, I am able to comment on special delivery 

from a retail perspective. 

Retailers must examine both the relative costs and benefits of their different product 

mixes as well as assess how best to optimize that mix. Therefore, a retail 

perspective requires focus. Retailers have come to realize that they can not be all 

things to all people. Good retail strategy requires making choices. Retailers must 

maintain a focus on the customer and how best to provide those pr’oducts which add 

the most value to the customer and the highest level of benefits to ithe retailer. 

As in the case of special delivery, a retailer should interpret low demand for a 

particular product as an indicator of that product’s reduced viability in its product 
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mix. A retailer which continues to offer a product with decreasing v4umes may be 

ineffectively allocating its resources. For instance, the example in mly testimony 

regarding the emergence of compact discs and the disappearance of the long- 

playing album illustrates the difficulty in attempting to offer a product no longer 

justified by consumer demand in the marketplace. 
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DECLARATION 

I, Carl E. Steidtmann, declare under penalty of perjury that tlhe foregoing 

answers are true and correct, to the best of my knowledge, information, and 

belief. 

Dated: August 26, 1996 
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